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HOOK, LINE AND SINKER: 
Striped bass in picture, left, 
complete with rod, line and surf- 
casting lure, promoted freezers 
for Sears, Roebuck store on 
Manhattan’s west side. Cus- 
tomers were asked to guess its 
weight; winner’s estimate was 
35 pounds, 9 ounces, just a Royal 
Coachman’s weight away from 
the 36 pounds at which the fish 
actually tipped the scales. Con- 
test winner took the hefty fish 
home for dinner after it had 
drawn traffic to the ice-filled 
freezer for six days. a 





MORE DROP-INS FROM SYLVA- 
NIA are in the works. The com- 
pany, which just added three TV 
sets, two console stereo models 
and three clock-radios to its line 
(EM WEEK, Aug. 21, p4) will 
introduce at least one more clock- 
radio and two more stereo 
models this month. A new table 
radio line is being planned now 
for January and Sylvania engi- 
neers are working on a new 

Continued on p8 


i ishi i itori i i isi : N.Y. Printed in Chicago, tll. Second-class postage paid at Chicago, Il. Subscrip- 
LY by McG -Hill Publishing Co. Executive, Editorial, Circulation and Advertising Offices, 330 W. 42nd $#., New York 36, , Or 
peering A pcr Copyright 1961 by McGraw-Hill Publishing Co., Inc. All rights reserved. POSTMASTER: Send Form 3579 to Fulfillment Monager, Electrical Merchandising Week, 330 W. 42nd St., New York 36, N.Y 


* 





* i. Saaiee 
WE W 


e - 
a 


_ DISCOV a PANAMA 
WITH GIBSON 


ale * 
i hh helmeted (ileum Congumundors scade Pann 

te Bensait Fuovenotional Airways’ Rebarath Sugerdet 

i 


\ eee 


Acces bibsan 


‘ . Lean 
ASRS OR mY 
pS ea 
Aske sy Bae 


ONE YEAR AGO 


Gibson captured the imagination of the 
appliance field with this announcement — 


_ TODAY 


| the first of 35 Braniff International 

_ Alrways El Dorado Superjets, exclusive 
| Gibson charters, departs for 

| Jamaica en route to Panama! 
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THE WORLD’S LARGEST 
APPLIANCE CONVENTION 


STARTS: 


os 
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TODAY! 
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MEMO: 


FROM: W. C. Conley 


TO: All Appliance Dealers 


Gibson conventions, including this, the largest 
in history, are business affairs. 


ips are not mere 
Sure, we have fun, but our tr 

Sepia Seca joy rides. We take pride in eens 
every Dealer attending sound product training <a 
some of the additional business management know 

so necessary for success today. 


If you are not attending our Jamaica/Panama convention, 
watch for your Gibson Distributor's erated eg e 
‘ll be bringing bac 
en House. I assure you he 
ce A of important, profit-producing products and 
information to pass on to you. 


Sincerely, 


W. C. Conley 
President 
Gibson Refrigerator Sales Corporation 





you deserve a profit 
get one with... 


REFRIGERATORS e FREEZERS 
2 


The 5,145 Gibson Dealers attending (a sell-out!) 
make this the largest jet airlift in history. 


These 5,145 appliance Dealers can (and will) give 
you 5,145 different theories on how to run a business 
or a promotion, how to build a display or traffic, 
how to write an ad or a radio on 

that’s this business. 


But these 5,145 appliance Dealers do have one 
thing in common... they all sell Gibson — at a 
profit! .. . Shouldn’t you? 


— 
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by Westinghouse Appliance Sales which insti- 
tuted fair trade under the Feld Crawford Act 
on television, console stereo and some major 
appliances in New York and New Jersey. The 
program became effective Sept. 1. 

Models and minimum prices: Portable TV: 
P3174, $159.95; P3328, $179.95; trendsetters: 
P3463, $249.95; consoles: K4120, $274.95; 
K4121, $268.95; K4122, $280.95; K4123, 
$280.95; K4220, $294.95; K4221, $301.95; 
K4228, $307.95; consoles with remote tuning: 
K4150, $327.95; K4151, $319.95; K4152, 
$327.95; K4158, $327.95; curio TV series: 
P3410 & CC38590, $3850; P3460 & CC3590, $390; 
P3463 & CC3590, $410; P3410 & CC3591, $350; 
P3460 & CC3591, $390; P3463 & CC3591, $410; 
P3410 & CC3592, $350; P3460 & CC3592, $390; 
P3463 & CC3592, $410; P3410 & CC3598, $350; 
P3460 & CC38598, $390; P3463 & CC3593, $410; 
console stereo: M1700, $199.95 ; M1701, $189.95; 
M1702, $209.95; M1703, $209.95; M1800, 
$234.95; M1801, $229.95; M1803, $239.95; 
M1900, $299.95; M1901, $299.95; M1903, 
$319.95. White Goods: Portable dishwasher, 
SPC22DW, $189.95; electric ranges, Continental 
KGB30XK, $400; Terrace KTB30X, $239.95. = 
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stereo line with a new “golden tuner.” Also in 
the works for January introduction: More 
television drops-ins. Ld 


A PHONO LINE FOR COLUMBIA RECORD distributors 
under the Philharmonic label is now in the pipe- 
lines. 

The line—nine portables and five consoles 
—is being handled by about 30 distributors. 
Prices on the portable line start at $19.95, run 
to $199.95. Stereo cuts in at $59.95. Consoles 
start at $129.95, go to $299.95 for a unit with 
a built-in AM-FM stereo tuner. . 


IN THE DEEP SOUTH that’s where Philco Corporation’s 
coin-op dry cleaners will be produced. The Nash- 
ville, Tenn., division of Aveo Corp. will soon 
start production of the units for the Philadelphia 
firm. Originally, the pilot models were made at 
Phileo’s Landsdale, Pa., division. The transfer 
is in keeping with the company’s policy of having 
the Nashville division make its home laundry 
equipment. At the division, 700 of the 900 laid- 
off last December have been recalled. Total em- 
ployment is now 2,500. ® 


THREE MORE STATIONS WITH FM STEREO are on the 
air—KFMU, Los Angeles; WDTM, Detroit; 
KPEN, San Francisco—bringing the total to 11. 
In Philadelphia, WFLN is preparing to go on 
the air soon. * 


MINIMUM PRICING FROM WESTINGHOUSE: Dealers 
told EM WEEK they were pleased with the move 


e Class C—All other radios with 
three or more transistors. 

The JEIA spokesman estimated 
that some quota for some exporters 
was cut back as much as 30%. The 
cutback calculations were based on 
the trader’s export experience dur- 
ing a selected based period. 


Japanese Radio Quota— 
What U.S. Embassy Found 


Amid jumbled reports and gen- 
eral trade confusion, officials of the 
U. S. Embassy in Tokyo went to 
the Japanese Ministry of Interna- 
tional Trade and Industry (MITI) 
to get the second half radio quota 
situation clarified. 

Here’s what the U. S. Embassy 
learned: 


From an official of MITI in charge of 
transistor radio exports the Embas- 
sy found that Japan’s export quota 
system, starting last July 1, was 
changed to free radios classified as 
Class A and B. 

To offset this change, the quota 


on Class C radios was reduced. The 
exact quota figure is considered con- 
fidential by MITI, but the estimated 
quota cutback may average 10% to 
15%, the U. S. Embassy learned. 

MITI estimates, however, that 
total exports of all types of transis- 
tor radios to the United States dur- 
ing the second half of the year will 
be roughly about the same level as 
the first half. 

The Japanese shipped 1,360,694 
radios with three or more transis- 
tors in the first half of 1961, which 
represented a 26% drop compared 
to the first half of 1960. U. S. im- 
port figures showed 3,574,759 tran- 


sistor radios, including toys, came in 
during the first half. 


From a spokesman at Japanese Elec- 
tronic Industries Assn. the Embassy 
was given the following definitions 
for Class A, B, C radios. 

e Class A—Consists of those units 
which meet special high quality 
standards. This class tends to center 
on radios with eight transistors, 
two bands and FM. 

e Class B—Radios which are mar- 
keted in the U. S. through estab- 
lished channels and which in the 
opinion of MITI meet the require- 
ment for orderly marketing. 


Intent behind the new quota, both 
MITI and JEIA officials told U. S. 
Embassy officials, is an attempt to 
raise the average quality of Japan’s 
radio exports and encourage export- 
ers to establish orderly marketing 
channels. 

The move may also head off criti- 
cism from U. S. manufacturers. Only 
last week in Washington, Robert C. 
Sprague, chairman of EIA’s import 
committee, told a House committee 
that brakes should be applied to im- 
ports whenever they seriously threat- 
en any segment of the U. S. econ- 
omy. 


Iron Curtain Cracks, But Japanese Electronics Men Aren’t Impressed 


When the television, radio and f fy —- we 
assorted phonos and tape recorders * wa 
at right were displayed last week 
at the Russian trade fair in Tokyo, 
the Japanese decided they had little 
to fear from Soviet competition. 

“Russian TV sets look so simple 

in design,” a Japanese expert said, 
“that it looks as if they were not 
made for sales .. . Besides they are 
too high priced—an average price 
of $280 per unit, or as much as 
double that of our prices.”” The Rus- 
sians said they were producing 15 
million TV sets annually. Samples 
showed include 10- and 20-inch sets, 
some transistorized. 
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Discount Houses Show 


How to expand your store? What about leasing depart- 





STRAIGHT FROM 


WASHINGTON 


KEEP YOUR EYES ON STEEL PRICES this fall for an 


indication of how stable—or unstable—retail 
prices may be next year. Steel is important as 
a psychological price leader in addition to the 
fact that so much of it goes into finished con- 
sumer products. If the steel industry can “get 
away” with a price rise in the face of all the 
opposition, others will quickly follow suit. 

This is the chief reason, of course, for con- 
tinuing ‘“‘jawbone” attack by Democratic sena- 
tors on a possible price increase Oct. 1, when a 
wage hike goes into effect. They also are trying 
to goad the White House into action. President 
Kennedy is reluctant to move into a specific 
industry any earlier than is necessary. But his 
economic advisers are worried about the infla- 
tionary effects of a steel price boost, and can be 
expected to exert public pressure on the com- 
panies to hold the price line when they feel the 
time for such action is at hand. 

Still to be heard from on the issue are the 
major steel companies. At the moment, they 
are maintaining a discreet—perhaps ominous— 
silence. If they finally decide to boost prices, 
there actually is little the government can do. 
Under present law, it can bring legal action 
against the companies only if it can prove price 
collusion—extremely difficult. There is no pres- 
ent thought to clamping any price controls on 
the economy. a 


A PUSH FOR STRONGER ANTITRUST LAWS can be 


expected in Congress next year—and with the 
possibility of some success. The climate has 
changed considerably since the Philadelphia 
court case against the major electrical equip- 
ment producers. There was a time when Sen. 
Estes Kefauver (D-Tenn.) was almost alone in 
his attacks on business pricing practices. He 
now has found a good deal of support. 

Part of the reason, of course, is a general 
step-up in activity by the Federal Trade Com- 
mission, under Chairman Paul Rand Dixon. 
Now, Attorney General Robert F. Kennedy adds 
to the drive. In pursuing information from in- 
dustry, he says, ‘““‘We are not receiving the co- 
operation of the business community—right 
across the board.” What Kennedy wants is sub- 
poena power for the Justice Department when 
it is checking a possible violation of civil anti- 
trust laws. The FTC already has such authority. 

Hearings on a bill to give Justice such power 
are being held by Kefauver’s Senate antitrust 
and monopoly subcommitte this week—along 
with other measures to increase fines and jail 
sentences for antitrust violations and make cor- 
porate officers liable for the actions of subordi- 
nates. 

It is too late for Congressional action this 
year. But enactment in the 1962 session is a 
distinct possibility. « 


ments? Where do you find the best financing deal; how 
about advertising and promotion? These are familiar 
questions to traditional, low volume retailers, but in 
sweltering New York last week, some of the big boys 
were asking them. They’d gathered at the first discount 
operators national show at the Trade Show Building and 
the New Yorker Hotel, where seminars showed that the 
booming discount store business shares similar head- 
aches with retailers who use ‘“‘discounter’”’ as a dirty 
word. And here are some of the things the mass mer- 


chandisers were saying: 


Expansion 


The invasion of their markets by 
the huge chain operators has made 
it necessary for many smaller dis- 
counters to consider expanding the 
number of their stores. In many 
cases, this move may have to be made 
before the owners are financially 
ready for it. But they realize they 
cannot compete with a huge discount 
store except by surrounding it with 
smaller but more conveniently lo- 
cated units. 

The pitfalls of expansion were ex- 
plained in a seminar on “The Prob- 
lems of the Expanding Chain.” Man- 
fred Brecker of S. E. Nichols Co., 
New York, told discounters: “Adding 
one store, one manager or one clerk 
does not add to your present prob- 
lems; it multiplies them. No two 
stores, like no two people, are alike.” 
Brecker went on to warn that as each 
new unit is added to a discount store, 


more and more control is lost. ‘‘The 
responsibility for running each addi- 
tional unit must be delegated and the 
small operator does not usually have 
trained managers available,” he said. 

Another discounting expert pointed 
out that each new unit means more 
real estate, more inventory and more 
people. Yet there’s no guarantee that 
the increase in “almighty turnover” 
will be proportionate to the increased 
costs. 


Leases 


After a full morning of asking “Is 
there an ideal lease?” the consensus 
was negative. Friction between a 
store operator and a lease-holding de- 
partment manager has increased ever 
since leased departments began. Lease 
holders have found that they are bur- 
dened with too many restrictions, 
while paying too healthy a share of 
gross income for the doubtful priv- 








TV In The 


4th Quarter 


— How Sales Shape Up 


Sylvania’s George C. Connor 


After Labor Day, TV sales are go- 
ing to break loose at retail. And the 
dealer may not have enough mer- 
chandise on hand if he doesn’t start 
ordering more optimistically. 

That’s the studied appraisal of 
George C. Connor, senior vice presi- 
dent of Sylvania Electric Products 
Inc., based on (1) reports from four 
of the company’s corporate vice pres- 
idents who have just completed a na- 
tionwide grass roots tour which took 


them to over 40 Sylvania distribu- 
tors, and (2) a study of seven months’ 
cumulative statistics from the indus- 
try’s top numbers man, Frank Mans- 
field, who is director of market re- 
search for Sylvania and chairman of 
Electronic Industries Association’s 
marketing data committee. 


A 6.2 million year at retail is being 
predicted by Connor; he even sees a 
6,385,000 sales year if the industry 
plans properly. 


What dealers don’t realize, Connor said, 
is that the recession is over. “‘Most 
of the distributors are optimistic,” 
he explained. “They feel, however, 
that dealers don’t realize how rapidly 
the economy is recovering.” 


Inventory after seven months is down 
at all levels (see box on p5). And the 
industry’s total inventory (1,791,000 
units) is running 21.7% behind last 
year’s comparable period. 

The Sylvania figures also show that 
the biggest inventory reduction has 
come at the dealer level (down 31.7% 
compared to last year’s first seven 
months), the smallest reduction at 
the distributor’s (down 7.1%). 

While the dealer is using recession 
tactics, Connor pointed out, the sales 
graph has risen sharply. The second 
quarter actually marked the end of 
the downturn in the television and 
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Signs Of Growing Pains 


ilege of being part of a discount 
store. 

Owners feel that it has become 
increasingly difficult to protect the 
image of their stores against the tac- 
tics of lessees. More important, an 
owner who has leased a department, 
finds in many cases that he acted too 
quickly and is saddled with a depart- 
ment that brings in less revenue than 
one carrying some other kind of mer- 
chandise. No one at the seminar 
could offer a solution to these prob- 
lems. 


Financing 


With bankruptcies already devel- 
oping in the ranks of the discounting 
business, it was only reasonable that 
financing should have an important 
place on the discounters’ program. 
“This is going to be a battle of the 
giants,” Lawrence Goodman of Good- 
man Community Stores, Chicago, told 
one audience, “and the one who is 
going to win is the one with the most 
professionalism. Part of that profes- 
sionalism is financial know-how.” 
One operator asked how he could get 
the financing help to open five addi- 
tional units. Goodman’s none too spe- 
cific reply: “To get financial help 
easily, you should anticipate your 
needs; and to get it quickly, you 
should show a profit.” 

The increasing difficulty of finding 
available funds was emphasized by 
Goodman. After describing various 
ways of getting necessary financing, 
including the increasingly popular 
“going public,” he said, “I know peo- 
ple in this business who are paying 
20% for needed funds.” 


Advertising and Promotion 


The declining effectiveness of price 
advertising and the growing impor- 
tance of building a store image per- 
plexed discounters attending another 
panel discussion. 

“After a while, price won’t be 
enough to make a successful dis- 
counter,” said M. Stanley Danburg 
of Globe Discount City, Houston, “be- 
cause everyone will have price. You 
will need successful promotion. One 
week after we opened, every other 
dealer in the city used the word ‘dis- 
count’ in their advertising.” Over 
50% of Globe City’s ads now are in- 
stitutional, he added. 

Another panelist, who has moved 
away from price advertising, said, 
“We are in this for the long pull, so 
our advertising has to have more 
than an immediate draw.” A third 
discounter said, ‘““‘We don’t use the 
word ‘discounter’ in our ads. Our 
advertised image tells what we are.”’ 


The Show Itself 


According to the organizers of the 
show, there were more than 2,000 
registrants for the first day’s sem- 
inars. Not all of them were discount- 
ers. There were about 260 exhibitors 
who expressed elation at the turnout 
and the orders they wrote on the first 
day of the show. There were only a 
handful of appliance and home elec- 
tronic suppliers showing their 
wares but many more were in the 
500 exhibitors who were too late in 
signing up for space, according to 
organizers. Another discount opera- 
tors show starts Feb. 18 in New York. 
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Here’s How TV Inventory Looks After 7 Months... 


Factory 
Distributor 
Dealer 
Total 


1961 1960 
465,000 680,000 
744,000 801,000 
582,000 925,000 

1,791,000 2,286,000 


And How Sales and Production Picture Shapes Up 


Factory production 
Factory sales 
Distributor sales 
Dealer sales 


For 7 Months 
3,178,000 
3,007,000 
2,905,000 
3,025,000 


Going Yearly Rate 
5,670,000 
6,220,000 
6,090,000 
6,200,000 


Source: Frank Mansfield, director of market research for Sylvania 





appliance business. Look at the sales 
rate, insists Connor, after seven 
months, factory sales were moving 
at a 6,220,000 a year sales rate, dis- 
tributors were selling at a 6,090,000 
clip, and retail movement was perco- 
lating at a 6,200,000 rate. 

The reasons for optimism don’t 
end with industry statistics. The 
over-all economic picture is equally 
encouraging, according to Connor, 
who cited: 

1—-Although the U.S. still has 
some large unemployment areas, lo- 
cal business is picking up rapidly 
with more than 68 million people 
employed. 

2——Disposable income continues to 
set new records and savings accounts 
accumulations are breaking records 
every month. 

3—The possibility of price in- 
creases will spur sales. (Several ma- 
jor industries come up for contract 
renewals this year; steel prices might 
be increased late this year. ) 
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4—The recovery has been swifter 
than anyone imagined. 

5—Consumer credit is no problem. 

6—Government spending is at a 
remarkably high level. 

7—The farmer apparently is com- 
ing out of a 12-year recession and 
is expected to be a big purchaser 
this year. 

8—The gross national product 
again is at a record high and going 
higher. 

9—Consumers are less cautious 
about committing future earnings 
to finance purchases. 

10—Paperboard production, a de- 
pendable indicator of trade expecta- 
tions, has been moving up steadily 
for more than six weeks. 

11—Construction is at an annual 
record rate of $58.7 billion. 

12—Industry has already begun 
modifying its tight inventory poli- 
cies, indicating that the need for new 
raw materials will be rising. and de- 
livery time lengthening. 
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EAST .. . BOSTON—The appli- 
ance business appeared to be 
experiencing a temporary lull 
last week with most retail in- 
terest centered on back-to-school 
soft goods. Dealers in some 
areas were seeking to extract 
some business from the back-to- 
school impetus by featuring 
specials on _ portable radios, 
stereos and TV—all for the stu- 
dent going away to college or 
preparatory school. 

Mid-summer business before 
the current  slack—conditions 
now are generally viewed by 
dealers here as a_ period of 
“marking time” before a sub- 
stantial mid-September pick-up 
—was commonly better than 
last year’s for the period. 

“We’ve done somewhat better 
almost all around this summer 
versus last year at the same 
time,” reported Ben Jacobs, 
president of Shawmut Televi- 
sion and Appliance of Boston. 
“White goods have been defi- 
nitely better than last year 
when they were pretty slow. 
We look for a very good fall 
volume all down the line in the 
appliance business. Conditions 
point to this.” 

Hy Fox, general manager of 
North Shore Appliance, Inc., of 
Revere, Mass., said: “Well, air 
conditioning finally got going 
with us when we had that hot 
spell. Refrigerators and white 
goods in general have also been 
moving quite good with us, but 
television has been only fair. 
We had very good luck this sum- 
mer with a direct mail promo- 
tion to 10,000 homes, using 
small appliances like irons, 
electric brooms, and so on, as 
leaders for big appliances. We’re 
still getting answers. Indica- 
tions look good for this fall...” 

According to Jack Shelman, 
manager of appliances at Gil- 
christ’s, Boston, business in Au- 
gust ran ahead of last year’s 
fewer “specials” available from 
distributors and manufacturers. 

“White goods have been par- 
ticularly strong,” he said. ‘In 
fact, we’ve been having a good 
month even though some dis- 
tributors and manufacturers 
have been cutting back on ad- 
vertising, especially in TV. Spe- 
cials in TV have been almost 
impossible to get this season 
while last year there were plen- 
ty of them around. 

Martin Kelly, appliance man- 
ager at Raymond’s, Boston, de- 
clared: “It’s been. a_ strange 
summer. Portable TV and stereo 
usually move better than the 
consoles; this time the consoles 
have been pulling the best for a 
summer season. White goods 
have been improving, but still 
aren’t. what they should be. 
Things look good for the fall 
once the back-to-school business 
is out of the way.” 


MIDWEST .. . ST. PAUL—The 
Land of Sky Blue Waters proved 
just a bit too cool and refresh- 
ing this summer, as far as ap- 
pliance dealers were concerned. 

Lack of prolonged hot weath- 
er means heavy supplies of. air- 


conditioning units remained on 
store shelves. 

But this disappointment was 
more than offset by generally 
good business in other items in 
the TV appliance field. 

Dealers agreed that business 
has been running ahead of a 
year ago; they were strongly 
optimistic about the fall and 
winter seasons. 

“People are becoming more 
music conscious—there’s no 
question about it,” said Arvid 
Edblom, sales manager of Mc- 
Gowan’s TV _ Appliances Co. 
“Stereo sales have been excel- 
lent, with Magnavox well in the 
lead. Combination stereo and 
FM radio sets are moving espe- 
cially well. There now are six 
FM stations in the Twin Cities 
area and two more are to start 
soon.” 

RCA color TV has been en- 
joying a surge, Edblom said. 
Business this year has been a 
little spottier than a year ago, 
he said, speaking of sales in 
general, but the peak weeks this 
spring and summer have pushed 
total volume ahead of 1960's 
steadily good pace. 2 

White goods sales have beer 
“about average,” Edblom stated. 
Promotion tie-ins with Frigi- 
daire, Hamilton and Maytag 
have been effective, but the 
trend was “steady, not spectac- 
ular.” 

Bolstered by a good August, 
business at Watson Appliance & 
TV Co. was 10% to 15% higher 
than the 1960 rate, said Gordon 
Watson, general manager. 

“And the rest of this year 
should be real good,” he said. 
“People seem to be in a buying 
mood. A lot of them are return- 
ing from summer at the lakes 
and are purchasing laundry 
equipment and freezers. News- 
paper advertising is paying off 
well.” 

Watson said Amana freezers 
were doing nicely and that May- 
tag was tops in the washer- 
dryer area. In refrigerators it 
was Whirlpool and in_ stereo, 
Magnavox. 

Although there have been a 
few bad days occasionally, sales 
were generally on the upgrade, 
Clint Grove, sales manager of 
Benike’s reported. 

TV and _ stereo have _ been 
standing up well for this time of 
year, he stated. Zenith and Cur- 
tis Mathes were heading the 
field in this department. In 
white goods, refrigerators were 
setting a good pace, Grove said. 


FAR WEST... LOS ANGELES 
Local economists said South- 
ern California business activity 
took a decided upturn at mid- 
year. But most appliance dealers 
stick to a different story: “Sales 
are still bogged down.” They 
admitted that lately they were 
beginning to see a little life. But 
even so, they were quick to point 
out, merchandising will have to 
move at a brisk pace from now 
on just to break even with last 
year’s tallies. 
The typical pessimistic view 
Continued.on page 11 
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What makes HOOVER biggest in home care appliances? 


FEAIURES 
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Demonstrating Hoover exclusive features has proved the 


most effective way to increase sales! 


Every appliance in the Hoover line has one or more 
Hoover exclusive features that set it apart from—and 
ahead of—anything competition has to offer. The 
Hoover Constellation, for example, “walks on air’, 
has a double-stretch hose and telescoping wand. The 
Convertible “beats, as it sweeps, as it cleans’’—three 
cleaning actions instead of the conventional two. And 
the Hoover Floor Polisher, new Shampoo-Polisher 


-_ 


and Electric Floor Washer are equally well endowed 
with exclusive Hoover features. 

So you see, what it takes to turn customer interest 
into action is demonstration of the features that make 
Hoover home-care appliances better, more efficient 
than competitive makes. Try the demonstration way 
to increase your sales. You’ll be amazed at how well 
it works. The Hoover Company, North Canton, Ohio. 


HOOVER @ 


FINE APPLIANCES... around the house, around the world. 
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OF COURSE  Scotland-born Irene McCall gives Maytag cheese to 























































’ Henny Woldman, president of Freeman-Woldman Appli- 
wae’ naire ances, as invitation to showing of ’62 line by Maytag 
Sales Co., Cleveland, whose president, Herbert Dawson, 


is at right. 
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BACK IN THE FOLD: The 1962 electric range line of 


AN ALL-AMERICAN TRANSISTORIZED TAPE RECORDER 











A National Association 
For The Serviceman? 


The major appliance industry may 
witness the birth of a new national 
association. Some segments of the 
trade won’t exactly welcome the babe 
with open arms. ; 


Two of the largest independent appli- 
ance servicing associations in the 
country, one in Los Angeles, the other 
in New York, are having preliminary 
discussions, with the purpose of 
forming a national association of 
home appliance service companies. 

The group would consist of full- 
time, self-employed repairmen and 
owners of stores which service major 
appliances. 

No such national group has ever 
existed within the major appliance 
industry before. 


Power to influence and educate are 
the major reasons given for the cre- 
ation of the association. 

The proponents feel that a national 
group would have the stature to: 

1— Make suggestions to manufac- 
turers, their parts suppliers and in- 
dependent parts jobbers, and be giv- 
en serious consideration by them. 

2—Create more and better train- 
ing programs and seminars for re- 
pairmen. Make the field of appliance 
repair more attractive to young men. 

3—Work with the consumer 
through speakers bureaus, etc., in 
order to educate her, make her aware 
of what she can expect to pay for re- 
pairs, show her how to use the prod- 
ucts she owns, and teach her product 
safety. 


The two associations talking about the 
formation of a national group are: 
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The Appliance Profession Assn., 
Los Angeles, a statewide group with 
600 members. Gerson Ribnick is man- 
aging director. 

The Assn. of Home Appliance 
Service Companies, Levittown, L.I., 
N.Y. This organization is a year-and- 
a-half old. It was formed with seven 
members in suburban Nassau County 
and now has more than 50 in Nas- 
sau, Brooklyn and Queens. Jack 
Averbuch of Eastern Appliance Serv- 
ice Co., immediate past president, 
now corresponding secretary, is the 
guiding light. Ribnick is eager for a 
national association: “If we don’t 
train for the future as a national 
group in the areas of developing 
standards and education, then by de- 
fault the ‘monopolistic’ service com- 
panies (factory-owned or subsidized 
service arms) will become the only 
servicing outlets available to the con- 
sumer.” He would like to see the na- 
tional structure within a year. 

While Averbuch agrees, he feels 
that it will take more time to form 
such a unit, possibly five years. He is 
currently aiming for a New York 
State association, and is planning 
separate county charters. 


The men see eye-to-eye on many is- 
sues. For example, both would like 
some action taken against parts job- 
bers who quote prices over the phone 
to consumers without mentioning la- 
bor and other costs. Ribnick says, 
and Averbuch concurs, that there is 
a need for an approved standard serv- 
icing text. Both would like the con- 
sumer to consider the serviceman as 
a respectable technician instead of a 
“gypsy.” 
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Gibson Refrigerator Sales Corp., division of 
Hupp Corp., will be produced by Perfection Di- 
vision, Cleveland, another Hupp subsidiary. In 
recent years Gibson ranges have been manufac- 
tured outside the Hupp organization. Under the 
old system, according to A. J. DeFino, Hupp 
group vice president, “Gibson had to shop 
around for a source and take existing models; 
now it can take active part in all of the product 
development plans.” » 


with a $149.95 list will be marketed by Pentron 
in mid-September as the Pentron Transitape. 
The unit, a re-engineered design of the $199.95 
Steelman model, will be produced by Fairbanks 
Morse, which purchased the Steelman New York 
plant when the company went bankrupt. The 
two-speed (1% and 3% ips) unit, has four tran- 
sistors, weighs 6% pounds, will play for 300 
hours on batteries, according to Irving Rossman, 
Pentron president. ® 


FEDDERS’ NEW LINE OF AIR CONDITIONERS will fea- 


ture “orbital cooling.” According to E. M. 
Becker, national sales manager, “Orbital cool- 
ing increases air circulation by 27%. It bridges 
the gap between Btus measured in a laboratory 
and consumer comfort under actual working 
conditions.” 

Seven series of new window models, a new 
series of ‘“fast-installing-through-the-wall” 
models, a 32,000 Btu window model with heat 
pump and major style revisions were among 
other highlights featured in Fedders’ line an- 
nouncement. 

In all there will be more than 100 models in 
the 1962 line with price increases as much as 
10% on some models. * 


DROP-INS FROM ADMIRAL: Three new 27-inch TV sets 


(L2711, L2721, L2739), first in the company’s 
line; a 28-inch upright console (CG3801-2-3) 
and a 23-inch TV-stereo theater (STF351-2-3). 
The 27-inch sets, all with open lists, feature 
bonded tubes with safety glass-optic filter. The 
new upright console carries an open list price. 
Stereo theater starts at $399.95 with AM-FM 
tuner. a 


TRIPLE THREAT PRODUCTION is planned by Youngs- 


town Kitchens, division of American Standard. 
It will soon market moderately priced wood 
kitchens, called Woodland Series. The producer 
says it’s the : rst to offer all three types of kitch- 
ens: wood, plastic laminate and steel. Harry 
Howell, sales vice president of the division, said 
that the company ‘‘would not sell one material 
against the other. Obviously, wood kitchens have 
made tremendous gains in the last five years. 
We don’t intend to ignore it.” 2 

























What Happens When 
~ Autumn Leaves Fall? 


The answer: Lawn sweeper sales 
start to climb. During September 
and October—when the lawn mower 
season is over and the snow blower 
season has yet to begin—retailers 
keep their hands in the outdoor 
equipment market by selling lawn 
sweepers. In fact, they’ll do a little 
better than 60% of their total lawn 
sweeper business in the next six 
weeks. 

And it’s a growing business. 
Though there are no official overall 
industry sales figures available, the 
best estimates pegged last year’s 
lawn sweeper sales somewhere around 
the 300,000-unit mark. All the fore- 
casts indicate that this year will be 
even bigger. 

Manufacturers claim the continued 
population shift to suburbia and the 
increased emphasis on outdoor living 
are the reasons for the industry’s 
rapid growth and the fact that the 
best markets are around the nation’s 
large suburban centers. 

If you’re interested in staying in 
the outdoor equipment business be- 
tween September and December, 
here’s what you'll need to know: 


Hand-powered sweepers still account 
for the bulk of retail sales. Last year 
they made up between 65% and 75% 
of the total business. Indications are 
the popularity of the low-end hand 
sweepers will decline slightly this 
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year in favor of the high ticket pow- 
er sweepers. Suggested retail tags 
start at $22.95 for the low-end hand 
sweepers and step up to $69.95 for 
the bigger 28- and 30-inch units. 
Low-end for the power sweepers is 
around $98; high is $169.95. Trailer- 
type sweepers retail for around $100. 

Retailers and distributors report 
there is a trend this year toward 
low-end power units as well as a con- 
tinued interest in trailer sweepers. 


Power mowers paved the way for lawn 
sweepers by climbing on the outdoor 
living bandwagon and fostering in- 
terest among suburban squires in the 
care and grooming of their half-acre 
estates. Ironically, sweeper makers 
claim it was competition from lawn 
mowers that prevented them from 
really moving in the years after the 
war. 

Lawn sweeper makers assert leaf 
mulching attachments and—more re- 
cently—grass catchers were the 
weapons used to sell mowers and kill 
sweeper sales. “But that’s all over 
now,” one sweeper maker told EM 
WEEK. “In the beginning they sold 
the mulching attachments; then they 
had to include them as _ standard 
equipment to get rid of them. Why? 
Because consumers learned that lawn 
sweepers do a better job of picking 
up leaves as well as grass clippings, 
small stones and twigs.” 


Distributors of both kinds of 
equipment claim leaf mulching at- 
tachments offer little competition to 
sweepers because consumers are in- 
terested in sweepers for use all year. 
“With the publicity mower accidents 
have been getting,” a New York de- 
partment store buyer explained, “a 
lot of people are buying sweepers to 
use to pick up stones and other de- 
bris on their lawn before they cut 
the grass.”’ He said that September 
and October once accounted for the 
bulk of his sweeper business but now 
he does almost as much in April, May 
and June. 

Sweepers follow the same general 
distribution patterns as lawn mow- 
ers. Manufacturers sell about 85% of 
their sweepers to hardware and gar- 
den supply wholesalers with the re- 
maining 15% being absorbed by di- 
rect accounts. 

Few lawn sweepers are handled 
through regular appliance distribu- 
tion channels. 

At retail the bulk of the business 
is done through garden supply cen- 
ters, lumber yards, nurseries and 
hardware stores 

Department and discount stores 
have a small but growing share of 
the business. 

Garden supply stores and nurser- 
ies do the best selling job with the 
high-end power and trailer type 
units, though their real volume is in 
hand sweepers. Hardware stores, 
lumber yards and department stores 
do fairly well with the high ticket 
units, but rely more heavily on sales 
of the push-types. Discounters rarely 
stock more than one or two power 
units. 


But distribution patterns are changing. 
Garden supply distributors feel their 
outlets are missing the boat as far as 
the growing sweeper business is con- 
cerned because they’re not merchan- 
dising them. A distributor in East 
Orange, N.J., feels that garden sup- 
ply centers, nurseries, and lumber 
yards are more or less content to sit 
back and let the manufacturer’s na- 
tional advertising bring in sweeper 
customers. “Last year,” he com- 
plained, “our 10 biggest sweeper ac- 
counts didn’t do $300 worth of local 
advertising among them. And they’re 
wondering why department stores 
and discounters get a bigger chunk 
of the business every year.” 


Retail price competition is keen in lawn 
sweepers but not so sharp as it is in 
lawn mowers. Manufacturers claim 
low saturation and a limited number 
of producers keeps the price problem 
from getting out of hand. But re- 
tailers and distributors don’t agree. 

“Hand sweepers are footballed just 
as much as mowers,” a New York 
distributor groaned. ‘“‘Department 
stores and discounters use them as 
loss leaders so hardware dealers are 
forced to compete. Several of my 
dealers,”’ he continued, “are selling 
hand sweepers at $2 over their cost. 
You can’t make any money that way.” 

A Brooklyn department store buy- 
er claims he is forced to ‘follow the 
lead’ and promote price merchandise. 
“We're interested in volume and we 
can’t get volume with the high ticket 
power sweepers. We use promotional 
models to get the customers in the 
store,” he continued, “then we sell up 
to the high end hand sweepers.” 
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Included in the set are a scissors and tapered 


CUMMINS IS OFFERING SIX PRICE PROMOTIONS to 


dealers during the fall selling season. Officials 
at Cummins Portable Tools said that all six pro- 
motions involve current models at regular prices 
with accessories included at no charge. Featured 
promotions include: A power saw special in 
which customers get a metal carrying case, an 
extra blade and a calibrated rip fence guide at 
no cost with either a $54.95 (2728-01) or a 
$62.95 (+738-01) power saw; a sabre-jig saw 
special in which a free carrying case, two extra 
blades and a shoe guard go with the purchase 
of a $29.95 (4456-01) saw; a solder gun spe- 
cial in which customers get a complete kit for 
the price of the ($14.95 or $16.95) gun alone; 
a sander special that offers a free carrying case, 
polishing pad and sandpaper for the price of 
the $14.95 (+454-01) sander alone; a jig-saw 
table special that includes a new saw table for 
$2 with the purchase of a $29.95 or $44.95 saw; 
a drill bonus of three extra bits with purchase 
of a $42.95 (+333-01) %-inch drill. 4 


PROMOTING ELECTRIC HAIRCUTS FOR FAMILIES with 


children will be the aim of the Racine Clipper 
Co. in its fall promotion. Featured in the com- 
pany’s plan is a Raycine electric clipper in a five- 
piece haircutting set that will retail at $12.95. 


comb, a butch attachment, clippers and an in- 
struction booklet for home haircuts. ® 


A BIGGER SHARE OF THE SHAGGY DOG MARKET is the 


aim of the John Oster Manufacturing Co. and 
its model 95-01 dog clipper set that retails at 
$29.95. The company claims that 56.6% of U.S. 
families own dogs and spend $16 million on pet 
care products every year and it wants some of 
that market. The dog clipper set comes complete 
with a how-to-do-it instruction book. * 


NO MINIMUM ADVERTISED PRICE is carried on G-E’s 


steam-and-dry iron “special” for this fall. The 
iron (model F-60) is being offered at a manu- 
facturer’s suggested retail price of $12.95—it 
was $17.95. 

G-E’s portable appliance division announced 
two new products last week: An all stainless 
steel coffeemaker (model P-33), suggested re- 
tail $27.95, and a portable electric hand mixer 
(model M-57) carrying a suggested retail tag 
of $14.95. * 


NEW PRODUCTS, NEW IDEAS AND NEW PROMOTIONS 


will be featured at the second annual house- 
wares show being staged by the Housewares 
Club of New York, Ine. The show will be held 
on Sunday, Sept. 17, from 1 to 6 p.m. at the 
Statler Hilton Hotel, New York City. > 
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Japanese Tableware: 
Why U.S. Buying Is Off 


Japanese stainless steel tableware 
appears to have lost its gleam as 
far as this country’s flatware buyers 
are concerned. 

According to a foreign service 
dispatch from the U.S. Embassy’s 
Economic Affairs Department in 
Tokyo, Japanese stainless steel flat- 
ware exports to the United States 
fell sharply in January and Feb- 
ruary of this year, when compared 
with the like period of 1960. 


Total flatware exports to this country 
for the two months were down 
73.5%, while their dollar value was 
off 70.5%. Figures, supplied by the 
Customs Division of the Japanese 
Ministry of Finance, show that total 
tableware exports to the United 
States in the January-February, 
1960, period were 1,510,377 dozens, 
compared with only 400,379 dozens 
for the same period this year. In the 
same months, total flatware value 
decreased from $1,280,000 to $377,- 
000. (See complete breakdown of 
figures at right.) 


Flatware subject to export quotas was 
responsible for the sharp drop in 
Japanese shipments. As a matter of 
fact, exports of stainless steel table- 
ware not subject to quotas showed 
a rise during the same two months. 

Sales of quota-type flatware fell 
off 91.3%, while at the same time 


non-quota tableware rose 14.2%. 
However, the dollar value of non- 
quota stainless decreased 4.8%. The 
dollar value of quota-type flatware, 
in keeping with the quantity re- 
duction, decreased 88.1%. 


The low-level of exports in January 
and February of this year “was 
partly seasonal, but more impor- 
tantly the result of the drop-off in 
U.S. purchases of quota-controlled 
stainless steel tableware,” the dis- 
patch noted. The report went on to 
state: 

“According to Japanese industry 
sources, the drop-off in U.S. pur- 
chases occurred because stainless 
steel tableware inventories in the 
United States were built up immedi- 
ately following the opening of the 
new tariff quota Nov. 1, 1960, and 
apparently because U.S. _ buyers 
feared that future prices for table- 
ware might decline as a result of 
the large U.S. year-end imports. 
In this connection, it was estimated 
by Japanese exporters that in addi- 
tion to Japanese shipments in No- 
vember and December, which cleared 
U.S. Customs under the new tariff 
quota, there were some 2 million 
dozen pieces of Japanese tableware 


in U.S. 
entered into the United States 
the period immediately 


bonded warehouses, which 


following 
the opening of the new quota year.” 





JAPAN’S EXPORTS 
OF STAINLESS STEEL TABLEWARE 
TO THE UNITED STATES 


QUANTITY IN DOZENS 
VALUE IN $1,000 


Jan-Feb 1961 
Quantity Value 


Jan-Feb 1960 
Quantity Value 





KNIVES 


Types subject to export quota 
Types not subject to export quota 


286,075 
88,016 





FORKS 


Types subject to export quota 
Types not subject to export quota 


208,965 
38,322 





SPOONS 


Types subject to export quota 
Types not subject to export quota 


760,082 
128,917 





TOTAL TABLEWARE 


Types subject to export quota 
Types not subject to export quota 


108,719 120 
291,660 256 


1,255,122 
255,255 





Total Tableware Exports 


400,379 377 





1,510,377 


NOTES: Quota-controlled stainless steel tableware include those with 
metal handles measuring not more than 10.23 inches in total length. 
Non-quota-controlled metal tableware include those measuring more 
than 10.23 inches in total length, metal tableware with non-metal han- 
dies, and tableware made of metals other than stainless steel. Source: 
Customs Division, Japanese Ministry of Finance. 
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See Pages 19-21 
For Other New Products 


Non-Stick Electric Frypan 


The new Mirro-Matic electric skil- 
let, model M-0271-50, is coated with 
Du Pont Teflon to permit greaseless 
cooking. A wooden spatula and in- 
structions for care and cleaning of 
the pan are furnished. 

Measuring 11 x 11 inches, the unit 
is 214 inches deep. A handle at the 
side of the cover allows ease of han- 
dling. Shipping weight (one pan) is 
614 pounds. 

Suggested retail price: $24.95. 

Mirro Aluminum Co., 1512 Wash- 
ington St., Manitowoc, Wis. 


Flip-Top Vac Weighs 121% Lb. 


The Princess canister-type vacuum 
cleaner, model 702, has a flip-top lid 
for easy bag changes. Other features 
of the new unit are its light weight 
(1214 pounds) and a cord holder 
shaped to fit the hand. 

The two-tone blue, all-steel model 
swivels on three ball-bearing wheels 
and has a 1 h.p. motor. 

Designed for volume turnover, the 
vacuum cleaner carries a suggested 
retail price of $39.95, which includes 
eight cleaning accessories. 

Eureka Williams Co., division of 
National Union Electric Corp., Bloom- 
ington, Ill. 





One Discounter’s View 
Of Hard Goods Lines 


It'll take “years” before private 
label housewares are widely accepted 
by discount houses. 

That’s the opinion of Fred Safka, 
vice president of Family Circle Asso- 
ciates, Inc., a chain of discount stores 
based in Keyport, N.J. Safka ex- 
pounded his views on private label 
housewares at the first Discount Op- 
erators National Show, held last week 
in New York’s Hotel New Yorker. 

As one of four panel members of a 
seminar on how to merchandise hard 
lines, Safka told a packed audience 
of discounters and other retailers: 


‘‘Most discount stores today can’t or- 
der in any quantity. It will take a 
period of years before they are able 
to buy private label housewares.” 

However, earlier in the meeting he 
told discounters they would do well 
to put more emphasis on nationally 
advertised brands. 

“We know the value of these prod- 
ucts; they bring customers into a 
store’s soft lines departments where 
the bigger markups are. In order to 
get customers into the store we must 
sell identifiable hard goods.”’ He noted 
that many discount stores with un- 
known names were leaning on brand- 
ed merchandise to draw traffic. 

However, he cautioned discounters 
against merchandising hard goods by 
featuring only closeouts, promotions 
and specials. 


“People are not that stupid. They’re 
becoming educated. A store has to 
offer continuity of merchandise if it 
wants to keep its customers. No one 
likes to come into a store and find 
it’s sold out on a particular item. 
This only aggravates the customer.” 

Another panel member, Seymour 
Cohen, president of Merchants Buy- 
ing Syndicate, Inc., a New York dis- 
count buying office, interjected that 
“promotions and spot merchandise 
were important to a _ discounter.” 
Safka agreed but said a discount op- 
erator should use them only occa- 
sionally. 

Safka told the group that hard 
lines again were becoming more im- 
portant after being de-emphasized 
for several years. But he felt most 
discount stores still “‘are way out of 
balance” in the ratio of hard lines to 
soft lines, which he estimated at 50- 
50. 

“Hard goods are bread and butter 
goods. They make a store successful. 
Hard goods were good for you in the 
beginning and they’ll still be good 
for you.” 

Other members of the panel were 
Stanton Bernstein, Ram Associates, 
Inc., Upper Darby, Pa., and Irving 
Chaneles, the Amerling Co., New 
Haven, Conn. Richard Schott, execu- 
tive vice president of Merchants 
Buying Syndicate, Inc., was modera- 
tor. 





YOUR personal BUSINESS 


Are you vacation bound? Or are you "bound" by stale vacation ideas? If 
you are tired of spending your fall vacations in the same way each 
year, try some of these exciting suggestions for fall fun: 








e Islands of the U.S. provide an ideal spot for family vacations. 
There are at least 1,000 major inhabited U.S. islands which can be 
visited by the touring vacationist. Some of the more romantic isles 
are Chincoteague Va., famed for its wild horses and huge oysters; 
Dry Tortugas, Fla., off Key West—you may not want to stay there, but 
its. seabird rookeries and beautiful marine gardens are enchanting; 
Fidalgo, Wash., one of the famous San Juan islands of Puget Sound; 
Martha's Vineyard, Mass., sailing and fishing in the waters off Cape 
Cod; Mount Desert Me., typical of the rugged Maine coast ; and Thou- 
sand Islands N.Y., fishing, swimming and boating in the St. Lawrence 
River country. For more information on U.S. island pleasures from 
Hawaii to Maine, write the National Assn. of Travel Organizations, 
1422 K. St. N.W., Washington, D.C. 





e Summer festivities may end on Labor Day weekend, but September sig- 
nals the start of equally festive fall frolicking. If you're in the 
neighborhood you may want to drop in on some of these annual autumn 
activities: Football fans will jam stadiums every weekend to root 
for their favorite college or professional team. With one year under 
its belt, the American Football League should show great improvement 
while college buffs predict one of the best seasons in recent years. 
e Rodeos, round-ups and cow=punching contests reminiscent of the old 
West will be held in Pendleton, Ore., Sept. 13-16 and Laramie, Wyo. 
(National Steer-Roping Finals), Sept. 22-23. 

e For the auto fan, the taxi driver on a busman's holiday or just the 
vacationer in search of excitement, the Road America 500, Elkhart 
Lake, Wis., Sept. 9-10; 14th annual Grand Prix, Watkins Glen, N.Y., 
Sept. 22-23; the World Record Auto Runs at Bonneville Flats (Mickey 
Thompson, Sept. 3-7, 22-26 and Donald Campbell, Sept. 9-20) and the 
Old Car Festival, Dearborn, Mich., Sept. 16-17 are outstanding motor 
attractions. 

@ Aquatic advocates assemble at La Jolla, Calif., Sept. 10 for the 
annual ocean swim while the banks of the Potomac will be lined with 
spectators for the President's Cup Regatta, Sept. 16, 17, 23 and 24. 
e Indian ceremonies of note will take place in Window Rock, Ariz., 
Navajo Tribal Fair, Sept. 7-10; Gore-Vian, Okla., Sept. 11 and Ni- 
agara Falls, N.Y., Maid of the Mist Festival, Sept. 17-24. 

@ Other well-known events include: Miss America Pageant, Atlantic 
City N.J., Sept. 5-9; Race for the Cherokee Strip re-enactment, Ar- 
kansas City, Kan., Sept. 16; National Tobacco Festival, Richmond, 
Va., Sept. 23-30 and the Corn Palace Festival, Mitchell, S.D., Sept. 
24-30. All across the nation from Boston to Los Angeles, the American 
people will be decked out in their sporting togs enjoying the beau- 
tiful fall foliage and the exhilaration of outdoor living. 
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If you are planning to leave the country for a fall cruise or just an 
international visit, it will pay you to look over the customs regu- 
lations carefully. Starting Sept. 9, the value of personal goods that 
may be brought into the country duty-free will be cut from $500 to 
$100. This is part of President Kennedy's program to stop the out- 
flow of gold from America which reached alarming proportions earli- 
er this year. 

One way that you can save on duties is to send gifts back through 
the mail. Gifts worth less than $10 are duty free; those more expen- 
Sive must be declared.But there are restrictions: no more than one 
gift per day may be received by one person, you may not send gifts to 
yourself and gifts may not be sent in segments in order to avoid the 


$10 limit—for example, an expensive necklace sent pearl-by-pearl 
would be illegal. 














dn 
30)S SIL 











“Well, it was your idea switching distributors.” 


IT ALL STARTED WHEN 


Birdseye Made 
Discovery On 


There are very few scientific discoveries that 
are made on one’s honeymoon, but in the case of 
Clarence Birdseye, that’s exactly what happened. 
When Birdseye was married in the winter of 
1915, he decided to take his bride to Labrador in 
quest of silver fox pelts. In the frozen north, the 
newlyweds ate fish, birds and other animals—all 
quick-frozen in Labrador’s sub-zero cold. Birds- 
eye noticed that fish, quick frozen, tasted much 
better than fish that had been allowed to freeze 
slowly. When ice fishing, he observed that a fresh- 
caught fish was frozen solid within minutes. He 
kept the frozen fish outdoors until needed, which 
was often many weeks, then thawed them in- 
doors in a pail of water. He next froze caribou 
meat and geese by placing them in a barrel of 
sea water and then allowing the sub-zero tem- 
perature to do the rest. He stored the frozen 
meat for several weeks and again found no dif- 
ference in the taste between fresh and month- 
old meat. 


Upon his return, Birdseye obtained a patent on 
a quick-freezing-food process, then formed the 
Birdseye Seafood Co. in New York and the Gen- 
eral Seafoods Corp. in Gloucester, Mass. Unfor- 
tunately, his business ventures weren’t very suc- 
cessful. The Postum Co. (later to become the 
General Foods Corp.) bought Birdseye’s com- 
panies, including his patents, for $22 million. 

Birdseye was always more at home out-of- 
doors than in the world of business. As a boy 
in Montclair, N. J., he was far more interested 
in plants and animals than more scholarly sub- 
jects. 

During his college years at Amherst, he 
not only conducted a mail order school in taxi- 
dermy but in whatever spare time he could mus- 
ter, he sold frogs to the Bronx Zoo and black 
rats to Columbia University. His summers were 
spent in the Southwest as an assistant natural- 
ist for the U.S. Department of Agriculture. 
Soon after graduating from college, Birdseye 
went to Labrador with Sir Wilfred Grenfell, a 
medical missionary. 

When Birdseye found the sezret of food pres- 
ervation, he sowed the seeds for two new indus- 
tries—frozen foods and food refrigeration. 

Perhaps the first domestic refrigerator was 
demonstrated many years before Birdseye’s dis- 
covery—at the London Exhibition of 1862 by 
Frenchman, Ferdinand Carré. It consisted of a 
portable coal stove, a boiler containing ammonia, 
a freezing tank and a reservoir. It was a rather 
complicated affair needing two hours to produce 
a kilogram of ice. It took another half century 
before two Americans, E. J. Copeman and N. B. 
Wales, developed a refrigerator they wanted to 
call the “Lord Kelvin” (after the man who pro- 
posed the law of heat transfer). A New York 
advertising agency didn’t care for the name and 
suggested a change—Kelvinator. 


It was not until the mid-20s that the mechanical 
refrigerator gained in popularity. Toward the late- 
20s the first frozen foods processed by Birdseye’s 
quick-freezing process reached the market. Al- 
though home freezers were not immediately 
available, consumption of frozen foods jumped 
from 39 million pourd-cartons in 1934 to 600 
million in 1944. 


ABOUT THE AUTHOR—The “Story behind the 
product” :has always fascinated Ben Leerburger 
who, as assistant editor on the staff of McGraw- 
Hill’s “Product Engineering,” is in a unique 
position to pursue the subject. For some years 
now, he has written a widely read column of his- 
torical anecdotes for his own magazine. It makes 
such fascinating reading that EM WEEK has 
asked Leerburger to do a similar column for this 
page. 
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HOW THEY SELL 


THE “BIG BOYS” and the smaller 
operators .. . how do they operate? 
How do they sell against one an- 
other? What do they think about 
the future. These are some of the 
questions to be answered beginning 
Sept. 11 in EM WEEK. 
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MARKET 
REPORTS 


CONTINUED FROM PAGE 5 

was voiced by Bill Cleveland, owner 
of Bill Cleveland Furniture, Inc., El 
Monte. He said appliance sales were 
“down 300, 400, 600, 800%—what 
difference do percentages make? 
Sales are practically nothing. It 
doesn’t pay to sell major appliances 
anymore.” 

Another dealer, Stanley Everett, 
Everett’s TV and Radio Sales, Al- 
hambra, has shifted almost entirely 
into TV now. With this concentra- 
tion he was 12% ahead of 1960 TV 
sales figures. “Inventory is up, too. 
We always have plenty of stock. 
You can’t sell from an empty wa- 


gon.”” Color has been the big seller. 

Breaking just about even, so far, 
with last year’s appliance sales was 
Carlson’s, Santa Monica. Said Russ 
Carlson: “We were down the first 
quarter and up the second. Selling 
has been a balanced deal, although 
washer-dryer combinations are dis- 
appointing.” 

The first real run of hot weather 
stimulated buying at L. L. Taylor 
Appliance and TV Co., Pasadena. 
Refrigerators and freezers suddenly 
became popular at Taylor's. But air 
conditioning took over as best-mov- 
ing merchandise, particularly G-E 
model 261, which is priced on the 
$250 bracket. “Stereo isn’t selling. 
But that is par for this time of 
year.” said J. W. McHigh, sales 
manager. “Our inventory is pretty 
good right now—we’re still buying 
by the carload.” 


The bright side of the picture 
was reflected at one of the area’s 
largest discount house chains, White 
Front Stores, Inc. Major appliance 
buyer Andy Anderson’ estimated 
that sales were up 6% over 1960, a 
rosy state he attribuated to the ris- 
ing economy as a whole. He pre- 
dicted a general upturn for all of 
Southern California within the next 
30 to 60 days, when the new three- 
year government spending program 
will drop one-third of its dollars into 
the area. At White Front, air con- 
ditioners were enjoying warm- 
weather popularity; refrigerators 
and laundry equipment were up 
considerably; freezers were _hold- 
ing normal; dishwashers—especial- 
ly portables—were standing well. 
“One area where sales are off,” said 
Anderson, “is the washer-dryer 
combination.” 





You get MORE out of the line 
because there's MORE in it! 


More Profit...More Features... More Quality 


LOOK FOR THE... 


Here are America’s 
“Hottest Twins” in 
appliances. A ‘‘Spe- 
cial 14” and “‘Special 


16’’ combination that 


really pull ’em in. 


SWITCH TO 


MARQUETTE- Zeéas74%°* 
“PROTECTED-PROFITS” SELLING 


BIG Difference! 


That’s right! We are different. Instead of 
taking quality and features out—we’ve put 
more of them in—but kept prices down. 


Look over our two “Hottest Twins’ and 
compare. You’ll see what we mean. 


*Trade mark registered 
Marshall-Wells Co. Licensor 


THE MARQUETTE CORPORATION 


Minneapolis 14, Minnesota 


CHEST FREEZERS) = UPmeHT FREEZERS 











AUTOMATIC 
WASHERS AND ORVERS 


Write ‘or wire for full details—Marquette-Zenith Franchise Divisione 307 East Hennepin, Minneapolis 14, Minnesota FEderal 9-9121 


11 





! ee a ; a 


i ; * — @ 
. - — x ‘ts — & = eee .s 
. “a oS 


, oS 
cc 
TOSHIBA’S RESEARCH CENTER 
TO BE FAR EAST’S BIGGEST 


This laboratory, costing $15,277,000, will enable 
the giant Japanese company to explore the future 
in both heavy and light electrical equipment. 


About 950 will be employed in the building, 
scheduled to go into operation this fall in Kawa- 
saki, near Tokyo. 


From Japan: More Devices TT 
For Market; More Research i 
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ELECTRIC SCISSORS AIMED 
AT THE U.S. CONSUMER 


Electric scissors at left have been introduced by 
Hayakawa Electric Co. of Osaka. The company 
plans to export them to the United States in green 
and pink, but no f.o.b. price has been set. The 
scissors, which cut at 60 snips a minute when a 
button is pressed, retail in Japan at $4.89. The 
company says the scissors are designed for house- 
hold or industrial use. The colorful grip is made 
of urea resin. Hayakawa is a leading Japanese 
manufacturer of television and radio. 


TWO SPEAKERS; TWO BANDS 


Hitachi’s five-tube radio above has two 4-inch 
speakers and jacks for tape recorder and record 
player. It retails for $19.30 in Japan and will be 
exported to the U.S. at a yet undisclosed price, 
part of Japan’s increased emphasis on higher 
quality electronics. 
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modular electric oven 


e PLUGS INTO 110-VOLT OUTLET 
e BAKES, ROASTS, BROILS 
e HAS NO LIMITS ON LOCATION 





It's $0 easy 


to deliver appliances 
with an 


NY 


Safely handles an 
800 Ib. load 


YOUR #8 . { . G "DIAMOND" PERFORATED 


PROFIT rey 1-20) Snel Ta a METAL SHELVING ... 


You'll enjoy 
PLUS SALES—PLUS PROFITS 
with NEW LOW COST 
FLEXO-SPAN 


SUGGESTED if : . i — 5 Your merchandise becomes ALIVE with 


BUYING APPEAL on Diamond Perforated 
RETAIL PRICE Metal Shelves. 


Cut delivery costs with 
Easload. The only truck 
that takes the weight 
off the man and 
balances it on large 
retractable wheels 
where it belongs. 








@ 300% more selling space than one flat 
top counter. You sell more because you ; 
display more. * Tubular slide runners 


\ ¢ Protective rubber 
Unlimited Flexibility, raise or lower oa pads 


SLIGHTLY HIGHER 
WEST OF THE MISSISSIPPI 


Call, Write, or Wire, Dept. EMW-1 


COLUMBUS STOVE COMPANY 


COLUMBUS 24, OHIO 





shelves every inch. Display merchandise 
of any size or shape. 


All Metal Flexo-Span should last the 
LIFE OF YOUR STORE. Use easy Snap- 


in hardware for glass binning. 


WRITE TODAY FOR YOUR 


FREE 


Wholesale Discount Catalog 
NEW LOW PRICES 


ADD SALES CO. 


802 York St. Manitowoc, Wisconsin 
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* Positive ratchet- 
\ type cincher 
ma. ° Large ball 
\ bearing wheels 
cushioned on 
10x 2.75 tires 


Order Easload today — on MONEY BACK GUARANTEE 
of satisfaction (FOB L. A.)...only $57.50 
Colson Equipment & Supply Co. 

1317 Willow Street, Los Angeles 13, California 


EASLOAD arruiance trucks 




































WASHER-DRYER COMBO MEETS 
NEEDS OF JAPANESE HOME 


Under the “National” brand name, Matsushita is 
putting out the washer-dryer combination at right 
for $127.77 for the Japanese marketplace. Sam- 
ples have been shipped to the United States, but 
no U.S. price has been set, partly because of the 
demands of the Japanese market. 

“We are going to have two more production 
lines in addition to the current five this fall,” said 
Hayata Tokizane, manager of the white goods 
division of Matsushita, “because production 
doesn’t meet the demand.” 

The unit is designed particularly for the Jap- 
anese, including: (1) The needs of lower income 
Japanese who can’t afford to buy separate wash- 
ing and drying units; (2) limited space available 
in Japanese homes; (3) low cost operation be- 
cause of the high cost of electricity to consumers 
in Japan. 

Matsushita’s aim is to cut the retail price of 
the machine to about two-thirds when production 
is increased. 

The company hopes to manufacture 70,000 units 
a month this fall when the new production lines 
are added. 
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JAPAN’S FIRST AUTOMATIC 
TOASTER SELLS FOR $6.66 


Sanyo Electric hopes to distribute the toaster at 
left through Channel Master, its distributor of 
other products in the United States but hasn’t set 
a U.S. price on the device which sells in Japan for 
$6.66. 

The toaster has an adjustable thermostat for 
various gradations of toasting. The toast pops up 
from the 600-watt heating elements when it is 
ready. 

The lid of the toaster also serves as a toast 
rack. The toaster comes in three colors, pink, 
green or wisteria. The two slice toaster is the 
first fully automatic toaster to be developed in 











HITACHI'S MIXER PLACED 
ON JAPANESE COUNTERS 


Another entry into the field of electric housewares 
is the electric hand mixer shown above. 

The machine sells for $11.94 in Japan, but no 
price has been decided on yet for the United 
States where the machine is expected eventually 
to be sold. 

The small machine weighs only 344 pounds and 
runs on conventional house current, both 50 and 
60 cycles per second. The beater section is made 
entirely of stainless steel. The mixer has two 
speeds, 700 revolutions per minute on high, and 
600 revolutions per minute on low speed. The de- 
vice also has a built-in stand for kitchen con- 


Japan. 










venience. 








Tell your customers how fresh grinding gives them a 
better cup of coffee—and more cups per pound. Then 
show them how fast it’s ground in a KitchenAid elec- 
tric coffee mill. Grind is adjustable for any brewing 
method, and there’s a wide range of colors and finishes. 
Promote them—make extra sales that keep on selling 
for you. Get all the facts. Write KitchenAid Electric 
Housewares Div., The Hobart Manufacturing Co., 
Dept. KEM, Troy, Ohio. In Canada: 190 Railside 
Road, Don Mills, Toronto. 


KhhitchenAid. 


the dealer’s profit appliances 
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\NEW TELECTRO | 
NOW PROMOTIONALLY PRICED AT‘99.°° 


Good things come in small packages and this is the one that tops them all! Telectro’s 
profit-packed feature-filled transistorized-two-speed portable tape recorder ... priced for 
volume selling to the mass market! Smart clean styling with that sophisticated “going- 
places” look—records and plays everything—everywhere; up to 1¥ hours on a single reel! 
Complete with 7 tiny penlite energizer batteries; it may also be operated off recharge- 
able battery, mercury cell or automobile cigarette lighter. No larger than a folding 
camera, Telectro’s Telette has all the quality—all the performance and deluxe features 
you'd expect in a full-size tape recorder. 


% 


T SUGGESTED LIST. SLIGHTLY HIGHER IN SOME AREAS 


| Fg TELEC'ERO owis101 


DU MONT EMERSON CORPORATION + 680 FIFTH AVENUE, NEW YORK CITY 


AMERICA’S LARGEST MANUFACTURER EXCLUSIVELY DEVOTED TO THE DESIGN AND PRODUCTION OF TAPE RECORDERS 
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read by these boys was 400. 
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Teen-agers are their own best 
friends. Half the books borrowed 
from the New York Public Library 
are borrowed by teen-agers. They 
spend money for books, too. The 
classics are now available in paper- 
back form and account for a healthy 
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International Paper finds 


the man who reads 
is the man who buys 





Does it pay to advertise in the world’s most widely read 
magazine when businessmen are your main target? 


“Advertising in Reader's Digest has given us national attention,” 

says Lamar M. Fearing, president of International Paper. “People 

who read more achieve more, and we reach the top decision makers in 

the Digest— people who buy paper and those who influence them.” 

85% of International Paper’s sales force reported favorable comments 

from customers soon after the company started its “Send Me 

a Man Who Reads” campaign in the Digest. 96% of the company’s 
salesmen said that the campaign helped them in their daily sales efforts. 
And over 850,000 reprints have been requested by people in all walks of life. 


“We never expected such great advertising results,” says Mr. Fearing. 





One reason the Digest works so 
well is that it reaches 45% of U.S. 
college graduates. . . nearly 40% 
of America’s upper-income third. 
And the average ad page is seen 
60 million times—twice as often 
as in other leading magazines.* 
For about the same cost, the 
Digest can... 
double your chances-to-sell! 
*Source: Alfred Politz Media Studies 


People have faith in 


eaders 
Dige Sst 











ELECTRICAL MERCHANDISING WEEK 























Approximately 35,000 representa- 
tives of the U.S. electronics industry 
converged on San Francisco for the 
1961 Western. Electronic Show and 
Convention, the biggest ever. While 
most of the talk at Wescon was in 
engineeringese, much of what the ex- 
perts had to say, when translated, 
was of top interest to forward-look- 
ing merchandisers. 


Here’s what’s coming in tomorrow’s 
consumer products, according to the 
engineers: Far-reaching changes in 
product concept and design can be 
looked for, outgrowths of the devel- 
opment of esoteric military and space 
devices. 

You can look, they say, for a whole 
family of new appliances to start 
coming onto the market in anywhere 
from five to 35 years. 


Solid-state refrigerators are right over 
the horizon. Without any moving 
parts, or freon, or coils, the new 
boxes will be absolutely silent. Tem- 
perature variability will be infinite. 
Norge, Westinghouse, York, among 
others are currently conducting re- 
search in the thermoelectric cooling 
that points the way. Westinghouse 
already is marketing a commercial 
cooling changer based on the same 
principle, the Peltier effect, in which 
a direct current is made to flow be- 
tween two dissimilar metals. Techni- 
cally speaking, it is the inverse of 
thermionic conversion of heat to elec- 
tricity. One metal gets hot; the other 
gets cold. By reversing the current, 
a refrigerator can become an oven. 
There’s an experimental baby bottle 
warmer that works in this way. 


Home movies on television are a prime 
possibility. The movie cameras would 
use magnetic tape instead of film. In- 
stead of projecting film on a screen, 
the operator would run a tape through 
a standard television set. There would 
be no delay for film development and 
the tape, as with a tape recorder, 
could be erased. 





What Experts Foresee: 


Continuous stereo speakers could re- 
place the present two or three indi- 
vidual units. This would be the ulti- 
mate in hi-fi—a wall could, for all 
practical purposes, be transformed 
into a full symphony orchestra. 
What’s needed to put it across is a 
single scanning type microphone, 
which would scan an area of .sound 
emanation in the same way an image 
orthicon tube in a TV camera scans 
an image. A microphone capable of 
scanning at the rate of 20,000 cycles 
per second would have to be devel- 
oped. While this hasn’t been managed 
yet, the first step has been taken by 
several companies that have narrow- 
area selective mikes. 


Long-distance remote control is around 
the corner, too. Each member of the 
family could carry a tiny portable 
transmitter which would transmit 
signals to a central exchange some- 
where in the house. 

Appliances could be controlled at 
distances up to a mile over the same 
circuitry used for interpersonal con- 
versations. Two developments put 
this into the running, according to 
CBS Electronics. First, there’s mini- 
aturization of components, and sec- 
ond, new developments in communi- 
cations which will allow commercial 
broadcasters to move into higher fre- 
quencies, widening the citizens’ band. 


Other areas that provoke speculation 
came in for talk at Wescon. Westing- 
house, for instance, has a remote 
power unit which makes electricity 
out of heat from a kerosene stove. 
Efficiency is only 10% at present, 
however, and a lot more work will be 
called for before campers have a 
chance to buy the power unit. 
Westinghouse already has an ul- 
trasonic cleaner on the market which 
is all solid-state. The cleaner is pow- 
ered by a single 70-amp controlled 
rectifier with no moving parts. Used 
with a conventional slosh, this could 
have applications in dishwashers or 
home laundries. 





Jules Abend has joined the staff of 
EM WEEK as associate editor covering 
the major appliance market. 

During the past two years, Abend 
has been a reporter in the major ap- 
pliance section of “Home Furnish- 
ings Daily,” a Fairchild publication. 

He began his career in journalism 
with Fairchild, starting as a copy 
boy in 1953. 

Shortly thereafter, he was named 
to the staff of ‘‘Daily News Record,” 
the organization’s textiles and men’s 
apparel industry newspaper, as a tex- 
tiles reporter. 

In 1955, he was appointed associ- 
ate editor of the paper’s men’s fur- 
nishings section. In this post he re- 
ported on the merchandising activi- 
ties of the major manufacturers and 
retailers in the men’s apparel indus- 
try. 

He also had the responsibility of 
editing DNR’s “Men’s Wear Retail- 
er,” a special weekly supplement 
aimed at giving the merchant “how 
to” information as well as style and 
business trends. 


Announcement also was made by EM 
WEEK of the promotion of Donald S. 
Rubin to associate editor covering 
the consumer electronics market. Ru- 
bin joined EM WEEK as an assistant 
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Abend Named An 


Associate Editor 


JULES ABEND 


editor in October, 1959. He aided in 
the conversion of the magazine from 
monthly to weekly publication. 
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2-5450. 

SAN FRANCISCO: Thomas H. Car- 
mody, 255 California St., San Fran- 
cisco 11, Calif., DO. 2-4600. 
PORTLAND: Scott Hubbard, Pacific 
Bildg., Yamhill St., Portland 4, Ore.., 
CA. 3-5118. 









































































































































Yes, 

a Sony! 
The new 
TAPECORDER 111 
only 


$7950! 


The first quality tape recorder at a popular price—a smartly-styled instrument 
so versatile its uses are virtually unlimited! Invaluable for students, world trav- 
elers, and businessmen too. The perfect way to start a family album of sound 
— preserving a child’s first word, a confirmation, a wedding day. And nothing 
could be more fun than to capture party conversation, theatrical readings, a 
speech or a poetic declamation. = Features are all deluxe; all that you would 
expect from Sony. Yet the coral and white Tapecorder 111 is only $79.50, com- 
plete with microphone and flight-type carrying bag. 


SUPERSCOPE 





The Tapeway to Stereo 


All Sony Sterecorders are Multiplex ready! 
Sold at better stores everywhere. 
Ask your dealer how you can start your 
family sound album. Or write Super- 
scope Inc., Dept. |. Sun Valley, Calif. 
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Show Them...Sell Them! 


With its amazing new High-Fidelity Color Tube, RCA Victor 
Color TV is its own best salesman. Just demonstrate the in- 
credibly realistic color picture it brings in. . . the new easy-to- 
operate tuning... the magnificently crafted cabinets... and 
you’ve clinched another highly profitable Color TV sale! 





“Wireless Wizard” 
Remote Control with 
Master-Off. The 
remote control 

that turns all power 
completely off! 


ELECTRICAL 


MERCHANDISING WEEK 











FARRELL 






















































































BLENHEIM 





The Most Trusted Name 
in Color Television 


RADIO CORPORATION OF AMERICA 











TARLETON SCARBOROUGH 









TMK(S)® 
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PEOPLE 


IN THEINEWS 


Westinghouse— New assignments were 
announced in the major appliance di- 
vision’s marketing organization. John 
P. Moffitt, who was manager of the 
room air conditioner department, 
was named sales manager of West- 
inghouse Appliance Sales. He will be 
responsible for sales of major appli- 
ances, television and _ stereo hi-fi 
through WAS and independent dis- 
tributors. 

Frank Lowery, formerly manager 
of the dishwasher and kitchen utili- 
ties department, was named manager 
of the room air conditioner depart- 
ment. 

Robert P. Brook, manager of the 
range and cabinet department, be- 


came manager of a department in- 
cluding those products as well as 
dishwashers, disposers and water 
heaters. 

Moffitt will report to William A. 
Douglass, manager of field sales for 
the division. The company said ex- 
pansion of the department under 
Brook was brought about because of 
the need to have sales of products 
being increasingly built into homes 
under a single executive. 


Northern Electric Co.— Robert J. New- 
ell was named to the new position 
of marketing manager. He will man- 
age Northern’s promotional sales of 
electric blankets, heating pads, va- 
porizers, baby bottle warmers and 
sterilizers. Prior to this appointment 
Newell was product and sales manag- 
er of the Chaseline division of Chase 
Bag Co. 


Burgess Vibrocrafters, Inc.—Daniel C. 
Marlow, formerly secretary-treas- 
urer, was named vice president and 
secretary. Robert M. Rogala, for- 
merly assistant treasurer, was pro- 
moted to treasurer. 


Hotpoint—Jean Eggert was named 
director of the Home Economics In- 
stitute of the division of General 
Electric Co. She had been a specialist 
in home laundry products. Miss Eg- 
gert replaces Mrs. Frances Michael 
Folsom, who resigned to be with her 
husband in his new assignment with 
International General Electric Co. in 
Argentina. 


Hamilton Manufacturing Co.—Allan 
Anderson was appointed Southeast- 
ern regional representative for the 
laundry appliance division. He lives 
in Atlanta, Ga. 








INLY 


“neople-proof”’ 


BSR 


is so ruggedly simple...engineered 
for trouble-free performance! 


Built-in BSR is the world’s favorite record changer because it has what dealers 


and their customers want most. . 


. dependability! In portables as in consoles and 


combinations, BSR stands up to continuous, satisfying use by real human beings. 
BSR meets the highest fidelity standards of all “packaged” hi-fi. . . yet is so beau- 
tifully, simply and sturdily made, under precision controls, that it remains trouble- 
free and service-free for many years longer! That’s how built-in BSR . . . the 


“550,000 play” changer . 


. . Saves profits and friends for you! 


BSR meets the highest standards of fine “packaged” hi-fi 
s Plays at all speeds... plays all record sizes intermixed « Light, skip-free tracking, as 
... tone arm adjusts to ali cartridge 
compliance requirements «© Hum-free, rumble-free shielded motor has extra power, pre- 
cision balance, full rubber suspension = Concentrically weighted heavy turntable stops 
flutter and wow ® Completely tropicalized, humidity-proof « Detailed specifications, 


low as 242 grams, protects both records and fidelity 


service charts and parts list on request. 


j REFUND Oo 


a 
Guaranteed by 
Good Housekeeping 
tt ~ 


M x 
OF 45 apvennist HES 


Better 
Sound 
Reproduction 


CRAFT REAT BRITAIN BY BIRMING s¢ 
B ) Distributed in U. S. by BSR (USA) LIMITED, Co 
¢ in Canada: Musimart Ltd., 901 Bleury Street, Montreal 
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154 


Le 


ege Point 56 


Model P1900 


Again it's BSR in EMERSON .. . Portable Stereo Hi-Fi 
Phonograph — detachable speakers, two-tone case! 


Advertising the sets you sell in 


[ LIFE | LOOK |PosT | 


and other leading publications 











Raytheon Co.—John H. Hauser, for- 
mer general sales manager for CBS 
Electronics Sales Corp., was made a 
distribution consultant for the dis- 
tributor products division. 

Robert R. Pelger, former district 
manager for CBS Electronics in 
Kansas City, Mo., was named St. 
Louis district manager for the dis- 
tributor products division. 


Admiral—Robert L. Shaw joined Ad- 
miral Sales Corp. as assistant to 
Carl E. Lantz, president. He had 
been executive vice president of Du- 
Mont Emerson in New York. 


Chrysler Airtemp—Donald C. Lynch 
was appointed sales programming 
manager of room air conditioners 
for the Airtemp division of the 
Chrysler Corp. Paul J. Gallagher suc- 
ceeds Lynch as district manager for 
room air conditioners for the East- 
ern region with headquarters in New 
York. Gallagher was district sales 
manager for Columbia Phonographs. 


Waring Products Corp.—William F. 
Dugan has been named New York 
district sales manager. He succeeds 
Edward L. Kennedy, who was pro- 
moted to general :sales manager. 

Before his appointment, Dugan 
was a salesman in the New York 
district for nine years. 


Speed Queen—Ann Louise Olson was 
appointed home service director of 
the Division of McGraw-Edison Co. 


Olympic—Harry W. Green was ap- 
pointed vice president and general 
manager of Olympic of Southern 
California, Inc., wholly owned sales 
subsidiary of the division of the 
Siegler Corp. 


Packard Bell Electronics—William H. 
Moore was elected secretary of the 
company, a post he assumes along 
with his duties as vice president and 
a member of the board of directors. 
M. D. “Bud” Schuster was appointed 
manager of marketing for the com- 
pany. He formerly was vice presi- 
dent in charge of distribution and 
general manager of the home prod- 
ucts division of Capitol Records. 


Maytag—Larry B. Oden was appoint- 
ed Atlanta, Ga., regional manager; 
James E. Wellden, Jr., was named 
Macon, Ga., regional manager, and 
Carl Brand was appointed Albany, 
Ga., regional manager. 


Hamilton Beach—Thomas H. Mona- 
han, Jr., was appointed district sales 
manager with headquarters in Bos- 
ton. He had been portable appliance 
district manager for Westinghouse. 





MERCHANDISING 
SUPPLEMENT 
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FAMOUS 


Permanently splices broker 
in electric 
automotive and 

Make 
quickly, 


wires and coils 
appliances, 
ndustrial 
repairs and splices 
5 s 


equipment 
Zé 


Just insert wire 
ends and crimp 
tight with ordi- 
nary pliers. 


MEND-IT SLEEVE MFG. CO. 


3125 Gloria Terrace 


WRITE FOR CATALOG 
& FREE SAMPLE 


Lafayette, California 
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PREWAY GAS DISHWASHER SHOWS GREATER RACKING FLEXIBILITY 


preway Announces Gas 


For Fall Merchandising 


One of the features of the new Preway “gas 
dishwasher is radial wash arms located on the 
tub sides. From these wash arms water is di- 
rected from both sides of the tub, traveling only 
half the distance required in present models, pro- 
viding good water distribution with a forceful 
wash action so that dishes do not have to be sep- 
arated or confined to certain areas of the tub. 
Heart of the unit is a thermostatically controlled 
gas water heater which is installed beneath the 
tub as an integral part of the dishwasher. Sepa- 
rate thermostats are provided for correct water 
temperatures: 180 deg. for the final rinse and 
160 deg. for washing. (The lower temperature be- 
ing more satisfactory for washing because it does 
not “set” food particles to the dish, and higher 
rinse temperature for sanitizing the dishes in the 
final rinse.) This higher rinse temperature makes 
possible a shorter total cycle, as dishes practically 
dry themselves after rinsing. 

Total cycle time is under 32 min., plus time needed 
to heat water to proper operating temperature, 
which usually takes 5 or 6 min. The complete 
cycle uses 71% gal. water and operates on a gas 
input of 16,000 Btu. per hr. Plumbing connections 
use %¥g In. gas and water pipes with a 1-in. drain. 
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Separate thermostats are provided for correct 
water temperatures for washing, rinsing and 
sanitizing. 

A small amount of water flushes the bottom of 
tub when cycle begins to clear water line of cool 
water and is then drained out. Tub then fills with 
proper amount of water which is quickly heated 
by the built-in gas heater to 160 deg. and wash 
cycle begins. Dishes are washed for almost 10 
min. then tub drains, flushes, and refills with 
burner again heating water to same 160 deg. tem- 
perature as before. Dishes are rinsed in this wa- 
ter for 414 minutes, then drained and flushed. 
The tub is refilled with second rinse water which 
is heated to the sanitizing temperature of 180 
deg. A wetting agent is automatically added to 
this final rinse which takes more than 5 minutes. 
When the final rinse is drained out dishwasher 
door opens about an inch and dishes dry com- 
pletely in a few minutes. The second rinse may 
also be used as a rapid dishwarmer. 

The tub interior and 2-wire baskets are coated 
with Plastisol; outer finish is provincial copper 
or satin chrome. Door panel can be removed and 
a wooden panel to match kitchen cabinets in- 
stalled. Preway, Inc., Wisconsin Rapids, Wisc. 


Na OR Boao 


Dishwasher 


INTERIOR VIEW OF PREWAY DISHWASHER SHOWS RA 
DIAL WASH ARMS MOUNTED ON SIDES: OF TUB AND 
HEATING UNIT IN BOTTOM WITH SCREEN REMOVED 
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SYLVANIA CLOCK RADIO NO. AKi7 


SYLVANIA TV, Clock Radios 
And Stereo Hi-Fi 


Sylvania announces the addition of 
3 new TV sets, 3 new clock radios 
and 2 new stereo hi-fi console phonos 
to its 1962 line. 

The TV sets include a 19-in. low- 
boy consolette, a 23-in. metal cabinet 
table model and a 23-in. lowboy con- 
sole in Early American styling. All 
are equipped with bonded shield pic- 
ture tubes and Sylvania’s GT-555 
Flexi-core transformer powered chas- 
sis. 

No. 19L17, the 19-in. lowboy is the 
first Sylvania 19-in. set to be equipped 
with the transformer chassis. All 
other 19-in. models in line have sili- 
con power rectifiers. It comes in ma- 
hogany or walnut veneer. 

No. 23741, 23-in. table model comes 
in metallic brown. 

No. 23L47, Early American 23-in. 
lowboy in fruitwood veneers. The 19- 
in. and 23-in. consoles also feature 
“Veivetone” screens to reduce glare 
and reflections. 

Console stereo hi-fi sets include No. 
45C31 which has a 20wW maximum 
power output and is equipped with 
two 61!5-in. bass speakers and two 
4-in. tweeter speakers. Cabinet comes 
in 3 wood veneer finishes and styles, 
including cherry French provincial; 
walnut Italian provincial and maple 
Shaker styling. 

Also comes in the same finishes 
and styling with an AM-FM tuner as 
No. 55C31. 

The 3 new clock radios provide 6 tube 
performance from 5 tubes and a rec- 
tifier and Sylvania engraved circuit 
chassis. Each has a 4-in. front speak- 
er; built-in AM loop antenna; and a 
2-tone molded cabinet in olive and 
white or grey and white. 

AK15 has direct drive tuning and an 
International Register timer with 
iutomatic on. AK16 features edge- 
wheel direct drive tuning and a Tele- 
hron timer with automatic on, a 
sleep switch, and buzzer alarm. AK17 
has a Panelescent electroluminescent 
dial face that serves as a night light. 
The Telechron timer has automatic 
on, a buzzer alarm and a top snooze 
control. 

Prices, TV sets from $249.95 for 


19L17 to $329.95 for 23L47: stereo 





hi-fi phonos $185 and $255: clock NAUTILUS 

radios from $29.95 for AK15, to 

$39.95 for AK17. Sylvania Electric Ductless Range Hood 
Products Inc., Sub. General Tele- Major Industries announces a roll- 
phone & Electronics Corp., Batavia, out no-duct range and oven hood 
N.Y. especially designed for oven-over- 
burner units. 

Nautilus ‘‘Glide-O-Matic”’ fits flush to 
the wall when not in use, and slides 
out easily on its roller suspension 
system when needed. No ducts or 
vents are needed. The aluminum 
mesh and activated charcoal filters 
(2234x11x!'4) snap out for easy 
cleaning and replacement. 

Two models, GL-30 and GL-40, are 
being manufactured for 30- and 40- 
in. stoves. The new hood has 4-but- 
ton control, built-in light, quiet fan 
and comes in white, stainless steel, 
silvertone, or other colors to match 
the ranges. Major Industries, Inc., 
SYLVANIA STEREO HI-FI NO. 45C31K 505 N. LaSalle St., Chicago 10, Ill. 











CLOCKS'?..W 


The BRIARCLIFF— $14.95. 





The SHELTON—$9. 98. 


DRAMATIC DECORATORS 





* 


TAMA 


The LIMELITE—beauty by day Beacon by night, $8.98 


9 NEW SESSIONS FASHIONS 


. » «What smart and timely profit makers 


Look ‘em over—NINE BIG HITS of the summer trade shows, all sure-fire hits for your clock section. 
Take The LIMELITE. Soft, unique dial luminescence silhouettes objects in the dark. At $8.98, it'll sell 
on sight! .. . Take The DUXBURY. Elegant replica of English bracket clock. Unheard of value at $29.95! 
...- Take The DOZE-MOR. Nifty number to wake to, doze to, wake to, etc. Priced for action at $6.98! .. .Take 
SESSIONS whole line. Model for model, price by price, SESSIONS keeps the jump on all others. This fall, 


SELL BIG & PROFIT BIG WITH SESSIONS. Cinidinibh al tekeialn Ceettet Pretens Cs 
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RCA VICTOR 
Stereo Hi-Fi Phono 


The Mark VI, 1VF42 series with 
AM-FM deluxe tuner is another 
Early American breakfront “hutch” 
styled cabinet in maple veneers and 
selected hardwoods. 

Features include 6 acoustically bal- 
anced speakers (two 12 in. “‘woofers”’ 
two 314-in. “tweeters” and two 5x7 
in. mid-range speakers). The Dual 
Channel amplifier and a_ sensitive 
AM-FM stereocast tuner are other 
features. The automatic record 
changer has “floating action’ mech- 
anism to safeguard records and 
styli from shock and_ vibration; 
plays all records, and speeds, mono- 
phonic or stereo. Automatically 
shuts off after last record. 

Price, $525, Zone 1. RCA Sales Corp., 
600 N. Sherman Dr., Indianapolis. 

























MUNTZ TV Center 


Muntz announces a high styled 
4-in-1 TV console, No. 23CP18, that 
includes a 23-in. TV; 4-speed phono 
with a stereo sound system and 2- 
channel amplifier; an AM and an FM 
radio receiver all in 1 unit. Muntz 
TV, Inc., Wheeling, II. 


























PROGRAM 2..POW! 


SESSIONS Announces 
Great National Ad Campaign... 


We'll reach MILLIONS OF READERS 
of the nation’s top magazines— 
SATURDAY EVENING POST - LIFE 
« LOOK - SUNSET. Here’s what 
they'll see IN FULL COLOR —these 
impressive, high-impact ads. Start- 
ing in home-redecorating time this 
fall . . . continuing into the big 
Christmas shopping rush... they’ll 
see and respond to SESSIONS 
FASHIONS — YEARS AHEAD IN 
ELECTRIC TIME. 





CLOCE 


SESSIONS 
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NEW SESSIONS FASHIONS... 


what smart & timely room accents 





Deck the walls with clocks by SESSIONS 


Fy 


nee Cheratmen. gree aah «Maw Peagie enor getting semething out of the 
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PLUS Dynamic 


New Image 


And what a smart, modern product image to 
help you sellSESSIONS Clocks! Our new trade- 
radiates quality, 
product leadership. It provides shoppers with 
assurance that SESSIONS FASHIONS are truly 
YEARS AHEAD IN ELECTRIC TIME. Be sure 
you’re stocked up and riding the bandwagon! 
For clocks, point-of-sale aids, or information, 
write to THE SESSIONS CLOCK COMPANY, 
Forestville, Connecticut. 
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progressive styling, 
























SP-1000 STEREO-PHONO 







SRP-3100 STE RE O-RADIO-PHONO 


RAVENSWOOD Hi-Fi Stereo, 
Radio, TV Phonos 


A new line of hi-fi stereo consoles is 

announced by Ravenswood, incorpo- 
rating the Ravenswood “Reflection 
Coupler” stereo speaker system. The 
console line is available as phono; 
AM-FM radio-phono, or as complete 
home entertainment center with ra- 
dio, phono and 23-in. TV. The design 
of the stereo system allows com- 
plete elimination of separately locat- 
ed speaker boxes and grille cloths, 
and were executed by Statton Furni- 
ture, Hagerstown, Md. They include 
stylings in contemporary, classic, 
American provincial, early American, 
French provincial, Oriental, Italian 
provincial and traditional in walnut, 
mahogany, cherry, Near East walnut 
in a variety of finishes. 
Sound leaves through the back of the 
console in this new system and is dif- 
fused along a wall for stereo effect; 
interiors provide useful storage space 
which ordinarily is used to house 
speakers; drawers open to reveal op- 
erating controls for amplified and 
AM-FM tuner; the record turntable 
lid occupies less than 1 of top sur- 
face of console; and there is no need 
to leave doors or drawers opened 
while set is playing. Full stereo effect 
is achieved everywhere in room (no 
“hole-in-middle”’). The storage room 
permits tapedeck installation, record 
storage, or it can be used as a cel- 
larette or server. 

Console may be purchased just as 
a stereo in the SP series; an AM-FM 
tuner may be added later and also a 
TV. Components are interchangeable 
and compatible. 

Two portable stereo phonos and a port- 
able TV set complete the Ravenswood 
line. 

Prices, from $379.95 to $1700, Rav- 
enswood Div., Annapolis Electro- 
acoustic Corp., 241 West St., Annap- 
olis, Md. 





MORE NEW PRODUCTS ON P6 
21 











Why it pays you to use 
FSP REPLACEMENT PARTS 


AVAILABLE 


as long as 
15 years... 


STOCKED 


for immediate 
shipment... 


PACKAGED 


to save you money! 


\ \\! 


Functional FsP replacement parts 
are available for RCA WHIRLPOOL 
home appliances for as long as 15 
years or longer if there is a need. 
And they are manufactured to 
original factory specifications, un- 
der the same rigid quality controls. 
They help assure that you can keep 
even the oldest customers satisfied, 
and simplify servicing. 


The constantly-controlled inven- 
tory of all FSP replacement parts 
for RCA WHIRLPOOL home appli- 
ances assures fast shipment of 
orders . . . cuts waiting, delays, 
need for difficult explanations to 
impatient customers. Another ex- 
ample of Whirlpool’s dedication 
to the best possible service for 
servicemen. 


FSP replacement parts are individ- 
ually packaged . . . for full pro- 
tection during shipment . . . for 
quick identification in stock... 
for space-saving storage, because 
sturdy cartons permit practically 
unlimited stacking without fear of 
damage. Individual packaging also 
helps you save on mixed orders 
and quantity orders, for they can 
be easily assembled and shipped in 
master cartons. 


Factory Specification Parts for 


HOME APPLIANCES 


meet the toughest specifications in the industry 


Service Division, Whirlpool Corporation, Administrative Center, Benton Harbor, Michigan 


Use of trademorks Bt ond RCA authorized by 
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TAKING STOCK 


A quick look at the way in which the 


stocks of 54 key firms within the industry behaved last week. This 
summary is another exclusive service for readers of EM WEEK. 





Be 


Weekly 








Averages of the 54 Stock 
Listed Below 
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Stocks and Dividends 
In Dollars 


NEW YORK EXCHANGE 
Admiral 

American Motors 1.20 
Arvin Ind. 1 

Borg Warner 2 
Carrier 1.60 

CBS 1.40B 

Chrysler 1A 

Decca Records 1.20 
Emerson Electric 1BXD 
Emerson Radio .37T 
Fedders 1B 

General Dy. 1 
General Elec. 2 
General Motors 2 
General Tel & El .76 
Hoffman Elec. 
Hupp Corp. 25F 
Magnavox 1 

Maytag 2A 
McGraw-Edison 1.40 
Minn. M&M. .60 
Montgomery Ward 1 
Monarch .04 

Motor Wheel 1 
Motorola 1 

Murray Corp. 
Norris-Thermador 
Philco 

RCA 1B 

Raytheon 2.37T 
Rheem 

Ronson .60 

Roper GD 

Schick 

Siegler Corp. .40B 
Singer 

Smith A. O. 1.60A 
Sunbeam 1.40A 
Welbilt .10E 
Westinghouse 1.20 
Whirlpool 1.40 
Zenith 1.60A 


AMERICAN EXCHANGE 
Century Electric 
lronrite .25T 

Lynch Corp. 87T 
Muntz TV 

National Presto .60 
Nat. Un. Elec. (Eureka) 
Pentron 

Proctor-Silex 

Republic Trans. 
Trav-ler Radio 


MIDWEST EXCHANGE 
Knapp-Monarch — 
Webcor ae 


High 


2 


1961 


OS 3 8 FM Ro eS es 


Close Close Net 


Low Aug. 21\/Aug. 28 Change 


105% 13!/, 13! 
16!/2 19\/g 19'/, 
20 2652 25'/2 
35 42%, 42'/, 
32Y%, | 38, 38l/, 
35% 355% 
50!/, 50%, 
34, | 35!/, 
BI, | 79 
13 | 13% 
20% 21%. 
32/4 325% 
69 68%, 
47\/, 45 
26 25% 
20 18%, 
I, 9", 
383, 38% 
541/, 53! 
35%, 36% 
77 75%, 
30% 29'/2 
17%/ 17 
14!) 14!/, 
92/4 
28 
22%, 
23", 
56% 
4045 
16l/, 
21', 
22% 
9 
27% 265g 
107 108 
31% 31% 
547 55\/, 
5!) 5% 
435% 424%, 
291/> 29'/> 
186!/, 183% 


bi +e 144471 1+ 


8\/, 85g 
65, 6% 
10%, 10'%, 
5/2 
17%, 
3, 
5'/g 
7H%, 
6/4 
77s 


6%, 
aa WW 10'/, 








A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. F—Payable in stock during 
1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock during 1960, estimated 


cash value on ex-dividend or ex-distribution date 





ANALYSIS: The market failed to 
generate much interest last week. 
With Berlin dominating the interna- 
tional enthusiasm seemed to 
wane with the result that no defi- 
nite trend, either up or down, has 
taken hold. While the over-all mar- 
ket was closing slightly higher after 
the week-long trading, the EM WEEK 
54 key stocks showed a 1 pt. decline. 


scene, 


Three new highs were recorded dur- 
ing the week; new low 
(Siegler) as trading stayed around 
the 3 million mark for the most 
part. Biggest individual news of the 
week appeared to be the American 
Motors profit sharing plan for its 
workers. Zenith, meanwhile, seemed 
to have tailed off (down 2%, pts.) 
after gaining 30 pts. 


only one 


in two weeks 
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A QUICK CHECK OF BUSINESS TRENDS 


Latest |Preceding; Year HOW THEY 
Month Month Ago COMPARE 


FACTORY SALES 116 111 120 3.33% down 
appliance-radio-TV index (May 1961 vs. 
(1957 = 100) May 1960) 
RETAIL SALES 18.1 18.3 18.1 No change 


total ($ billions) 7 a 
uly 


APPLIANCE-RADIO-TV 313 302 322 2.80% down 
STORE SALES (June 1961 vs. 
($ millions) June 1960) 


CONSUMER DEBT + + 272 270 291 6.53% down 
owed to appliance-radio-TV (June 1961 vs. 
dealers ($ millions) June 1960) 


FAILURES No change 


of appliance-radio-TV dealers (July 1961 vs. 
July 1960) 


HOUSING STARTS . E 4 9.57% down 


(thousands) (July 1961 vs. 
July 1960) 


AUTO OUTPUT ; : h 55.90% up 
(thousands) 


PERSONAL CONSUMPTION i , : 6.81% down 
EXPENDITURES (Ist qtr. 1961 
for furniture-household vs. Ist gtr. 1960) 
equipment ($ billions) 


DISPOSABLE INCOME 3617+] 354.34] 3527+) 2.55% down 


annual rate ($ billions) te 2 = aa 


CONSUMER SAVINGS 25.74 23.74 22.8+ Pail ~% 
illi tr. 

annual rate ($ billions) a oe ae cons 

EMPLOYMENT 68,499 68,706 68,689 0.28% down 


(thousands) (July 1961 vs. 
July 1960) 

















*New index being used. Federal Reserve Bulletin (seasonally adjusted). 
**Figures are for week ending August 26, 1961. and preceding week (revised). 
+ Figures are for quarters 
+ +Federal Reserve Bulletin figures (revised). 


A QUICK CHECK OF INDUSTRY TREN DS 


An up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 


1961 1960 % 
(Units) (Units) Change 


AIR CONDITIONERS, Room june 233,800 f 237,500 — 1.56 
6 Mos. 1,199,800 | 1,159,900 + 3.44 
DISHWASHERS ie ee eet June 50,000 41,300 +21.07 
6 Mos. 288,700 275,400 + 4.82 
DRYERS, Clothes, Electric July 42,639 50,264 —15.17 
7 Months 320,109 363,592 —11.96 
Gas July 22,284 22,316 —00.14 
7 Months 160,824 192,585 —16.50 
FOOD WASTE DISPOSERS June 75,200 62,000 +21.29 
6 Mos. 387,000 380,800 + 1.63 
FREEZERS June 109,200 102,000 + 7.06 
6 Mos. 492,300 553,200 —11.01 
PHONOGRAPH SHIPMENTS June 258,703 267,700 — 3.36 
6 Months 1,498,050 | 1,806,871 —17.10 
RADIO PRODUCTION Week August 256,031 173,466 +47.60 

(excludes auto) 33 Weeks 6,465,407 | 6,279,903 + 2.95 
RADIO RETAIL SALES June 940,346 702,889 +33.78 
6 Mos. 4,390,180 | 3,878,358 +13.20 
TELEVISION PRODUCTION Week August 142,040 123,056 +15.43 
33 Weeks 3,549,425 | 3,565,961 — 0.46 
TELEVISION RETAIL SALES June 487,264 371,661 +31.10 
6 Months 2,639,184 | 2,657,527 —00.69 
REFRIGERATORS June 353,400 314,706 +12.30 
6 Months 1,686,300 | 1,813,700 — 7.02 
RANGES, Electric, Standard June 69,600 69,000 + 0.87 
6 Mos. 436,100 445,200 — 2.04 
Built-in June 75,400 58,200 +29.55 
6 Mos. 354,600 346,600 + 2.31 
RANGES, Gas, Standard June 131,900 127,600 + 3.40 
6 Mos. 686,900 762,900 —10.00 
Built-in June 37,300 38,900 — 4.10 
6 Mos. 170,200 173,100 — 1.70 
VACUUM CLEANERS July 213,932 223,008 — 4.07 
7 Months 1,812,248 | 1,905,476 — 4.89 
WASHERS, Automatic & Semi-Auto July 182,405 174,608 + 4.47 
7 Months 1,381,852 | 1,403,460 — 1.53 
Wringer & Spinner July 46,017 43,047 + 6.90 
7 Months 370,535 416,901 —11.12 
WASHER-DRYER COMBINATIONS July 5,442 8,974 —39.36 
7 Months 58,355 88,840 — 34.31 
WATER HEATERS, June 71,900 62,300 +15.41 

Electric (Storage) 6 Mos. 374,200 375,700 — 0.39 
WATER HEATERS, Gas (Storage) July 177,100 254,100 — 30.30 
7 Months 1,542,700 | 1,609,400 — 4.15 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA, 




















SEPTEMBER 4, 1961 


lo-Jemp 


modular electric oven 


e PLUGS INTO 110-VOLT OUTLET 
e BAKES, ROASTS, BROILS 
e HAS NO LIMITS ON LOCATION 


your B:I-G 


PROFIT OPPORTUNITY! 


SUGGESTED 
RETAIL PRICE 


Q* 


SLIGHTLY HIGHER 
WEST OF THE MISSISSIPPI 


Call, Write, or Wire, Dept. EMW-1 


COLUMBUS STOVE COMPANY 


COLUMBUS 24, OHIO 








Jack Paar Is selling 
DOMINION 


Hair Dryers... 


Are you? 


The Jack Paar Show « NBC-TV 


wy pres tz 


Before you buy... be sure to see... Dominion’s Seal of Quality 
DOMINION ELECTRIC CORPORATION * MANSFIELD, OHIO 











Now Maytag puts the 
exclusive Electronic Contro 
feature In a dryer 
for the mass market 





World’s most advanced dryer feature now on a 
model priced just above the low end of the line 


WHAT IT 1S—The first Maytag Electronic Control Dryer was intro- 
duced to the top of the line last fall. It’s been the most talked about, 
most significant development in dryers today. And it’s a Maytag 
exclusive. 


HOW IT WORKS- Maytag’s Electronic Control actually measures the 
moisture in clothes with 72 electronic “fingers.” When they’re dried 
exactly right, the dryer turns itself off ... automatically. A genuine value 
that you can demonstrate to the customer for the easy step-up sale. 


WHAT'S IN IT FOR YOU-— Plenty! The latest model of the Maytag 
Electronic Control Dryer is priced right — just above the low-priced 
models. And it has a demonstrable difference women clearly under- 
stand. They know how overdrying tortures clothes and bakes in wrin- 
kles. Only Maytag’s Electronic Control feels the clothes for moisture, 
just as a woman would -— thus completely eliminating overdrying. 


Sell the only genuine difference in dryers today. Get full information 
from your Maytag regional Manager or Distributor. 


Bulletin: A Maytag Franchise may be available in your market. 
If you would like to sell the progressive and profitable Maytag 


line, write, wire or call the General Sales Manager, The Maytag 
Company, Newton, Iowa. 


MAYTAG 


the dependable automatics 











One Handsome Model... 
Electric or Gas...matches all 3 
volume-selling Highlander Washers 





























DE 500 paired with Maytag Super Highlander (Mode! A500) 














ELECTRICAL MERCHANDISING WEEK 
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